cultural alllance
f southeastern michigan

MAPPING THE
CULTURAL
LANDSCAPE




RESEARCH PURPOSE

1. To understand patterns of our current
audience for arts and culture

2. To explore potential future markets in
our region

3. To understand how arts and culture
serves and integrates with the larger
community of which it is a part




me T HODOLOGY

v Survey of member organizations of the Cultural
Alliance:

A 79 responded (62% of members)
A Sample included a good balance of disciplines and budget sizes

¥, Create a comprehensive list of all known arts and
culture organizations in Southeastern  Michigan

A Research done by the Cultural Alliance for the Americans for the
Arts

v, Explore market potential by analyzing Mosaic

Lifestyle profiles in Southeastern Michigan, using
data from Experian USA




MADE POSSIBLE BY

Research Partners

Data Driven Detroit

Grigg Graphics

Member Organizations of the Cultural Alliance




HOW
AUDIENCES
EXPERIENCE
ARTS &
CULTURE




WHAT AUDIENCES LIKE
History 34%
Science and Nature 25%
Visual Arts / Art Museums 18%
Music 9%

Dance & Theatre 7%

Arts Education Organizations
(does not include education programs

in the above disciplines) 7%




THE GEOGRAPHY OF
ARTS & CULTURE

Community Relations Teams:

v City of Detroit

v, Oakland County

v, Washtenaw-Livingston
v, Western Wayne -Monroe

v, Eastern Wayne dMacomb
-St. Clair

Cultural Alliance of
Southeastern Michigan,
Organization Members
and Nen Members
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WHERE PEOPLE ATTEND

County % Attendance % Popudtion
Wayne County 52% 39%
Oakland County 38% 26%
Washtenaw County 9% 7%
Macomb 1% 18%

This study did not include reports from cultural
organizations in Monroe or Livingston Counties; and only
one organization from St. Clair County.

10% of the regionds populatio




AUDIENCE RELATIONSHIPS WITH
CULTURAL ORGANIZATIONS

v Deep and Profound 25%
¥ Ongoing 32%
v, Casual 27%

v, Intensive but Short-Term 15%




EXPERIENCE VARIES BY DISCIPLINE

The experience is more casual or occasional

Deep Ongoing Casual Short
History 21% 20% 39% 13%
Visual Arts 16% 37% 36% 11%

Media 6% 42% 47% 7%




EXPERIENCE VARIES BY DISCIPLINE

More repeat visitors and subscribers

Deep  Ongoing Casual Short
Music 21% 3% 22% 20%

Dance
& Theatre 31% 29% 17% 23%

Science
& Nature 32% 29% 28% 12%




THE ROLE OF
MAJOR ARTS &
CULTURE
ORGANIZATIONS




% of Yearly Average Attendance per Budget Level: 2008 - 2010

$1,000,000 -and
below
12%

$10,000,000 -
and above
63%

$1,000,000 -
$9,999,999
25%




LEADING THE MARKET

% of total
Arts Discipline attendance
HISTORY 34%

SCIENCE & NATURE 25%

VISUAL ARTS 18%

MUSIC 9%

% of each
at the largest
organization

65% THF

69% Zoo

39% DIA

65% DSO




Cultural Attendance from 2008 - 2010

8,852,582
8,800,000
8,700,000 / \\.
8,681,962
8,600,000
8,500,000 /
8,400,000 /
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Yearly Attendance by Budget: 2008 - 2010

6,000,000
5,198,242 5,223,150 $10,000,000 -and above,
4,937,746
5,000,000
4,000,000
3,000,000
$1,000,000 -$9,999,999,
2,182,869 2,235,812
2,000,000 1,692,286 —
1,000,000 _ﬂ_é
$1,000,000 -and below,
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0
2008 2009 2010

www.DataDrivenDetroit.org
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SOCIAL IMPACT OF ThkE ARTS

2005 study in Philadelphia, Atlanta, Boston, San
Francisco

Neighborhoods with significant cultural presence
wer ee

v, More likely to hold or increase population
v More likely to remain ethnically diverse
v, 3 times more likely to reduce in poverty

v More likely to have lower levels of truancy and
delinquency




THE MAGNET OF CULTURE

Change Pop. change
County % Attendance  2008-2010 2000-2010
WAYNE* 52% 2% -6.5%
OAKLAND 38% 0% 1%
WASHTENAW 9% 41% 6.8%
MACOMB 1% 11% 5.5%

*Detroit 33% 3% -25%
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PROFILE OF
THE ARTS &
CULTURE
MARKET




THE MARKET FOR CULTURAL
PARTICIPATION

v What Is the potential market for arts and
culture in Southeastern Michigan?

v What types of people could we convince to
attend more frequently?

v What types of new audiences could we
attract?

v \What do they like to do?

v Where do they live?




MOSAIC LIFESTYLE PROFILES

71 Lifestyle Groups, based upon:

A Income

A Education

A Professions

A Where they live (urban, suburban, rural, rent/own)

A Ethnicity

A Age and Life stage (singles, divorced, young
families, older couples)

All 71 Profiles are present in Southeastern Michigan




MOSAIC LIFESTYLE PROFILE
GROUPS

The profiles describe the habits of each group, such as:
v How long they have resided at their current address

v Issues they face O what they care about (family, status,
career)

v Who is in the household (baby boomers, seniors, young
children, teens, young adults)

v How they spend leisure time

v Where they get information (TV, radio, print, internet,
outdoor ads)

v |f they vote or are active in their community




CULTURAL & ARTS ACTIVITIES USED TO MEASURE

ENGAGEMENT

SUPPORT
v, Arts Donors
v, Public TV Donors

v Active in Arts Groups

PARTICIPATION

v Pursues Artistic Hobbies
(needlework, crafts, woodworking,
paints or draws, photography)

v Plays a Musical Instrument

ACTIVITIES AND PREFERENCES

E7

E7

Ya

Ya

Ya

Ya

Ya

Ya

Attends Museums & Cultural
Activities

Attends Zoos & Agquariums
Attends Dance

Attends Theatre

Attends State Fairs

Likes History

Likes Classical Music

Likes Jazz




POPULARITY OF CULTURAL
ACTIVITIES

Cultural Activity # Profiles that mention it
Pursues Artistic Hobbies 31
Attends Theatre 31
Attends Museums & Cultural Activities 23
Attends Dance 21
Likes Classical Music 20
Attends Zoos & Aquariums 17
Plays a Musical Instrument 11
Likes Jazz 10

Likes History 9




CULTURAL ENGAGEMENT IN MmOSAIC
PROFILES

Other relevant factors noted, but not used to
measure engagement:

¥, Glves to non-arts causes
v, Reads

., Collects stuff

v, LIkes antigues

v, WIll volunteer for a worthy cause




THE MARKET FOR CULTURAL
PARTICIPATION

SE Ml USA
1. HIGHLY ENGAGED 10% 10%
participates in 6 -9 cultural activities
2. VERY ACTIVE 18% 13%
participates in 5 cultural activities
3. ACTIVE 14%  10%

participates in 4 cultural activities

4. MODERATE OR OCCASIONAL 26% 29%

participates in 2 -3 activities

5. LOW ENGAGEMENT 24% 34%
participates in only 1 cultural activity
6. NOT INTERESTED 7% 2%

participates in no cultural activities




AIGHLY ENGAGED
10% OF SE MICHIGAN 141,884 HOUSEHOLDS

11 Profile Groups Total

A02 Platinum Prosperity Wealthy, established empty nest couples
A06 Jet Set Urbanites Mix of affluent singles & couples

B0O9 Family Fun-tastic Upscale families with older children

C12 Golf Carts &Gourmets Upscale retirees in comfortable communities
C13 Silver Sophisticates Mature, upscale suburban couples/singles

E19 Full Pockets, Empty Nests Upper middleclass with discretionary income

O53 Colleges & Cafes Young singles in college communities
O54 Striving Single Scene Young, multi -ethnic singles

Q62 Reaping Rewards Retired couples/widowed in suburbia
Q65 Senior Discounts Downscale retirees in metro apartments

S71 Hard Times Older, downscale, ethnically diverse urban singles




HIGHLY ENGAGED

PARTICIPATE IN 6-9 DIFFERENT CULTURAL ACTIVITIES

All like Classical Music
8 of 11 groups attend Theatre and
attend Museums and Cultural Activities
8 of 11 groups Donate to Arts
6 of 11 groups Donate to Public TV
6 of 11 groups Pursue Artistic Hobbies
6 of 11 groups attend Dance
5 of 11 groups are Active in Arts Groups
5 of 11 groups like Jazz

5 of 11 groups would Volunteer




VERY ACTIVE
18% OF SE MICHIGAN 242,543 HOUSEHOLDS

8 Profile Groups:
AO01 American Royalty

AO04 Picture Perfect Families
AO05 Couples with Clout

C11 Aging of Aquarius

D16 Settled in Suburbia

J34 Aging in Place
L41 Booming & Consuming
L42 Rooted Flower Power

Wealthy, influential couples/families in
prestigious suburbs

Child-rearing households in wealthy suburbs
Middle-aged, childless couples in affluent

metro areas

Upscale boomer couples in city and close-in suburbs

Upper middle -class suburban diverse families and
empty nesters

Middle-class seniors living solid, suburban lifestyles
Older empty -nest couples & singles in small towns
Mid-scale boomer singles/couples in suburbia,

near retirement




VERY ACTIVE

PARTICIPATE IN 5 DIFFERENT CULTURAL ACTIVITIES

7 of 8 groups attend Theatre and like Classical Music
5 of 8 groups Donate to Arts

4 of 8 groups Pursue Artistic Hobbies

3 of 8 groups Donate to public TV

3 of 8 groups like Jazz

3 of 8 groups attend Museums and Cultural Activities




ACTIVE

14% OF SE MICHIGAN
194,559 HOUSEHOLDS

9 Profile Groups:

A03 Kids and Cabernet Prosperous middle-aged couples with children

in affluent suburbs
BO7 Generational Soup Affluent couples, multi -generational families in suburbia
B10 Asian Achievers Affluent, mainly Asian couples/families in metro areas

E20 No Place Like Home Upper middle -class multi-generational households in
exurban areas

G25 Urban Edge Younger, up-and-coming singles living big city lifestyles

H29 Destination Recreation Middle-aged, mid-scale couples in rural towns and
fringe suburbs

O50 Full Steam Ahead Younger and middle-aged singles gravitating to
secondHtier cities

Q63 Footloose &Family Free Elderly couples/widows living active, comfortable
lifestyles

S69 Soul Survivors Older, down-scale African-American urban singles
& single parents




ACTIVE

PARTICIPATE IN 4 DIFFERENT CULTURAL ACTIVITIES

7 of 9 groups attend Theatre

6 of 9 groups Pursue Artistic Hobbies

6 of 9 groups attend Museums and Cultural Activities
3 of 9 groups Play a Musical Instrument

Only 2 groups Donate to Arts and none to Public TV
Only 1 is Active in Arts Groups




MODERATE OR OCCASIONAL

26% OF SE MICHIGAN
353,143 HOUSEHOLDS

19 Profile Groups
A mid to lower income, greater ethnic mix

A includes families, singles, older couples, older singles and single parents

BO8 J36

D15, 17, D18 K38, K39, K40
E21 M44

F23 N46, N49
G24 P60, P61

H26, H27 R67




MODERATE OR OCCASIONAL

PARTICIPATE IN 2-3 DIFFERENT CULTURAL ACTIVITIES

10 of 19 Pursue Artistic Hobbies

8 of 19 attend Zoos and Aquariums

6 of 19 attend Museums and Cultural Activities, Dance, Theatre
5 of 19 attend State Fairs

4 Play a Musical Instrument

Only 1 Gives to Arts and 2 to Public TV

Only 1 likes Jazz

None are Active in Arts Groups, like History or Classical Music

9 of 19 would Volunteer for a Worthy Cause




LOW ENGAGEMENT

24% OF SE MICHIGAN
326,729 HOUSEHOLDS

21 Profile Groups
A Moves down the income scale, more economic challenges

A includes families, singles, older couples, older singles
and single parents

F22 N47, N48
H28 051, 055

130, 131, 133 P57, P58, P59
J35 Q64

K37 R66

L43 S68, S70

M45




LOW ENGAGEMENT

7 of 21 groups attend Dance performances
5 of 21 groups Pursue Artistic Hobbies

3 of 21 groups attend Theatre or Zoos/Aguariums

None are:

A Active in Arts Groups

A Attend Museums,

A Like History

A Like Classical or Jazz

A Play a Musical Instrument

9 of 21 would Volunteer for a Worthy Cause




NOT INTERESTED

7% OF SE MICHIGAN
100,932 HOUSEHOLDS

3 Profile Groups:
C14 Boomers & Boomerangs

052 Urban Ambition

P56 Rolling the Dice

Baby boomer adults & young
adult children sharing suburban
homes

Generation Y African-American
singles and single parents

Middle-aged, mid-scale income
singles/divorced people

NO cultural activities appear in the profiles of these three groups.




TEST FOR VALIDATION

Are the Mosaic Profiles a fair representation
of the cultural market in our region?

How do the profile groups of board members
compare to the regional population?




COMPARISON OF BOARD 1O

POPULATION
% of SE MI Population % of Board # of Board

HIGHLY ENGAGED 10% 37% 228
VERY ACTIVE 18% 40% 247
ACTIVE 14% 9% 53
MODERATE/OCCASIONAL 26% 10% 59
LOW ENGAGEMENT 24% 4% 23
NOT INTERESTED 7% 0% 2

Sample: 612 board members from 62 organizations




THE MARKET FOR CULTURAL
PARTICIPATION

SE Ml Board
Population
Top Two 43% 7%
Middle
Two 40% 19%
Bottom

Two 31% 4%
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CONNECTIONS BETWEEN ARTS &
CULTURE AND OTHER COMMUNITY
SECTORS

Which sectors interact the most with
arts and culture organizations?

What kind of relationships do we have with them?




COMMUNITY SEGMENTS TESTED

EDUCATION COMMERCE

K-12 Education Small Business
Higher Education Major Corporations
COMMUNITY ORGANIZATIONS GOVERNMENT
Faith-Based

Other Nonprofits (Health & Human Service)
Other Arts and Culture Organizations
Neighborhood Groups

Civic Clubs




A&C
support

Small business

K-12 Education

Other
non-profits

Supports
A&C

Art & Culture

Corporations Orgs




Arts & Culture Sector: Constellation of Relationships: We provide support...

A&C
support

K-12 Education

non-profits

Arts & Cultura
Organizations
Support...




We
support them;
They support
Arts & Culture






